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What’s next? 

•  The goal of the ideas & opportunities sessions 
•  Idea generation 
•  Meeting our corporate partners 
•  Learning from experience 
•  Bouncing off ideas 



What’s the goal? 

•  Learn about idea generation and opportunity 
assessment 

•  Learn from corporate partners 
•  Discuss potential ideas 

•  Student task: develop two ideas (per person) as 
potential business planning candidates 



Varying degrees of new business 
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Entrepreneurship is not just about start-ups 



IDEA GENERATION 
Where can you add value? 



Where do ideas come from? 
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Source: Data developed and provided 
by the National Federation of 
Independent Business Foundation and 
sponsored by American Express Travel 
Related Services Company, Inc. 



Replicated or modified an idea  
encountered through previous employment 

Source: Harvard Business Review 

Where to get ideas from? 



Change-based sources 

Source: Peter F. Drucker. The Discipline of Innovation. Harvard Business Review. 

Be aware of change … 



Change-based sources 

… where will it lead? 
Source: Peter F. Drucker. The Discipline of Innovation. Harvard Business Review. 



How creative are you? 

CREATIVITY STAGE ACTIVITY COGNITIVE 
PROCESSES 

Interest Environmental scanning Intuition/emotion 

Preparation Preparing the expedition Details/planning 

Incubation “Mulling things over” Intuition 

Illumination The “eureka” experience Intuition 

Elaboration/Verification Market research Details/rationality 

Exploitation Implement and compete Details/rationality 

Creativity does not come by itself 



CORPORATE PARTNERS 
Who can we learn from? 



Getting acquainted 

•  When was your company started? 
•  When did you take up the issue of Climate 

Change, and how?  
•  Was the creation of your company a result of the 

challenges raised by climate? 
•  What is your company good at? 



Dealing with climate change 

•  What problem would you like to find a solution 
to? 

•  What market needs do you see? 

•  Any opportunities you see that you will not 
pursue? 



BOUNCING OFF IDEAS 
Where can we add value? 



Creating differentiating ideas 

Source: Kim & Mauborgne (2000). Knowing a winning business idea when you see one. Harvard Business Review. 

• Utility levers 
•  Productivity 
•  Simplicity 
•  Convenience 
•  Risk 
•  Fun and image 
•  Environmental friendliness 

Understand variables, create new ones 

•  Buyer experience cycle 
– Purchase 
– Delivery 
– Use 
– Supplements 
– Maintenance 
– Disposal 



Create exceptional utility 

Think outside the box!  



Provide room to creativity 
•  Creative blocks from 

self or others 
–  “I’m not creative” 
–  “The right answer” 
–  “That’s not logical” 
–  “Be practical” 
–  “Follow the rules” 
–  “Avoid ambiguity” 
–  “To err is wrong” 
–  “Play is frivolous” 
–  “That’s not my 

area” 
–  “Don’t be foolish” Recognize this? 

“There is nothing that is a 
more certain sign of insanity 
than to do the same thing 
over and over and to expect 
the results to be different.” 

Albert Einstein 



Experiential learning 

Source: Buijs (2003) Kolb’s experiential learning model 

Which questions to ask?  





OPPORTUNITY ASSESSMENT 
Which idea to pursue? 



Is it real? 

Make it concrete 

Source: Peter G. Dayr. Is it real? Can we win? Is it worth doing?. Harvard Business Review. 



Can we win? 

How do you compare to alternatives? 

Source: Peter G. Dayr. Is it real? Can we win? Is it worth doing?. Harvard Business Review. 



Is it worth doing? 

It is worth your time and energy? 
Source: Peter G. Dayr. Is it real? Can we win? Is it worth doing?. Harvard Business Review. 



OPPORTUNITY EXPLOITATION 
Towards addressing the opportunity 



How to go from here? 

Source: www.businessmodelgeneration.com  

Value propositions 

Activities 

Customer 
segments 

Relationships 

Channels 

Cost structure Revenue streams 

Partners 

Resources 

Develop a business model 


